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Introduction




Why Is travel insurance important?

< Canadians value their vacations!

¥ Vacations are no longer viewed as a luxury
v 70% of Canadian families will spend $1,000 - $4,999 per person for
vacations in 2015
v What we'd give up for one more vacation day:
v 46% - alcohol for a week
v 43% - no TV for a week

v 36% - (tied) no cell phone / no coffee for a week

Source: Expedia.ca/Northstar Survey, June 2013
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¥ Canada’s health care system doesn’t work the same way
outside of the province/country

v MSP typically pays 3-7% of all medical costs incurred
when travelling abroad

¥ According to THIA, only 6% of Canadians are aware that
provincial healthcare will pay < 1/10" of medical bills when
abroad. In the same survey, 94% will pack underwear —

both are important!

Source: THIA Consumer Survey, October 2014



Why Is travel insurance important?

MSP Coverage Average Cost in the US
Maximum

Doctor visit $28.90 $300

ER fees $0 $2,000 - $5,000
Inpatient/hospital $75/day $3,000 - $5,000/day
admissions (reaching up to $10,000+/day)
Laboratory charges $4 - $7 $300

X-ray $14 $200

MRI $300 $3,000 - $4,000

Note: costs vary geographically and with diagnosis
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¥ Financial protection — a claims example

A 57 year-old woman awoke in the middle of the night suffering from acute
abdominal pain. During the early morning hours she was admitted to hospital
where she was diagnosed with a complete stomach blockage. She immediately
had surgery and spent the next 5 days in hospital.

Total cost: $90,805
Portion paid by provincial government: $2,605 (3% of claim total)



Why Is travel insurance important?

¥ Medical assistance
< knowledge & experience with local medical
facilities TN
< a helping hand at a time when it's needed _
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v Peace of Mind
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Why Is selling travel insurance
Important?

¥ Increased business/revenue
¥ Cross-selling to as little as 5% of your
existing customers can increase sales by
25%+, according to the Harvard Business

Review

< Builds retention
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Why Is selling travel insurance
Important?

< Online Retailers

< What customers value in the

. Do you have existing
Get travel insurance quotes from || quotes from Googie?
up to 49 providers*

broker relationship
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Source: “What will Google Do Next?”, insurancelinked.com
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The Current Market
Landscape




Travellers covered by travel insurance
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Source: Conference Board of Canada, 2015
Canadian Travel Health Insurance Survey
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Why travellers didn't purchase travel
Insurance
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Source: Conference Board of Canada, 2015
Canadian Travel Health Insurance Survey
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How travellers were covered

45% ~
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Premium credit card Annual Plan Individual trip Employer/Group plan
insurance

Source: Conference Board of Canada, 2015
Canadian Travel Health Insurance Survey
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¥ Over %2 of BC residents have changed their travel
behaviours compared to 2-3 years ago, in terms of
frequency, duration, and destination.

¥ Factors determining travel behaviour
¥ Change in financial circumstances

¥ Exchange rates

< Economy

¥ Health



The Canadian Dollar &
Travel to the USA

< Impact to air travel vs. ‘rubber tire’ market
< USDS$ - changes over the past 5 years
< Less purchase power - impact on hotel costs, vacation

packages, food & entertainment costs, trip lengths, etc.

$150 USD $150 USD

Source: Conference Board of Canada
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The Canadian Dollar &
International Travel

¥ Increased purchasing power internationally means new and
more affordable options + better value for Canadians

¥ Top 5 International Destinations — from YVR

London
Hong Kong
Shanghai
Beljing
Seoul

akowbPE
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The Canadian Dollar &
International Travel

Summer Outbound Vacation Intentions

m 2011 m 2012 m 2013 m 2014 w2015

Total Trip Intentions Domestic Trip Outbound Trip

Source: CBoC annual summer travel intentions survey of 1,500 Canadian adults; margin of error is */- 2.5% at 95% confidence interval.

Source: Conference Board of Canada
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Emerging Trends




Technology

¥ Changing Landscape for flights, @ qirbnb

hotels, packages, etc

Market cap/valuation

1 AI rB N B Hospitality Brand

< 37 million room nights — o
v Inventory = 300,000 rooms ;:Z:Zi

available
¥ Market Capitalization: $20 billion - ::::::

< Number of rooms owned... 0!

Source: Yahoo Finance

-' Emerging Trends TuGo™ Travel Insurance



Technology

Use of Mobile Devices When Travelling Outside Canada

Send photos or messages

Research local activities/history

Make voice/video calls

Make dining reservations

Book hotel rooms, car rentals, etc.
Purchase tours/activities after departure
Rate an attraction, restaurant, or hotel

Blog about the trip

Source: CBoC annual summer vacation travel intention survey of 1,500 Canadian adults.
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Technology

The always-connected Importance —— . O
of each step Leaving - At the airport /
traveller: theaiport  7-1%  16.1% o (o
How mobile will transform = 11.1% ‘
i hen fiying. how f the Earth’ lati
the future of air travel folloming & steps for your Connecting, On-board Subscribe to wireless services
overall airline travel 12.8% 27.2%

The global study identifies traveller attitudes to Spérencal
airline mobile services whilst also highlighting

emerging mobile technologies set to transform Pre-trip
each stage of the travel experience. o The most important stage of
the process. Passengers are
looking for easy ways to plan,
book and board the plane

At the airport

Mobile is used if things go
wrong with the travel
experience i.e. lost bags, seating
and disruption

On-board

A unique opportunity for
airlines to provide enhanced
services with the increase in
connectivity on planes

At the destination
Passengers are increasingly
using mobile to explore,
connect, and share experiences

Global mobile

subscribers Post-trip
Social media provides an
immediate outlet for feedback
from customers

167%

of travellers su
currently use smartphones
to book trips

The number of worldwide
subscriptions for wireless services
reached S billion in September 2010,
The worldwide smart-phone market
grew 79.7% year on year in the first
quarter of 2011 (1Q11), according to
the Internati | Data Corp i
{1DC) Worldwide Quarterly Mobile
Phone Tracker.

hter, Bolder, Better travel forma aM,%"DELJ‘§

www.amadeus. n/alwaysconnectedtraveller
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Technology

¥ Increased use to purchase travel
Insurance online

< Make sure your web sales site is

Single Trip Plans

Medical Plans

Emergency Medical $20.00 mObile friendly!

Worldwide
iew Details a

Upgrade to a multi-trip plan for only $75 . .
_ Computers Mobile Devices

Pacage Pians 2013 90% 10%
2014 80% 20%

2015 68% 32%

2016/17 50% 50%
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Demographics

v Baby Boomers/Zoomers
v Zoomers, age 55 — 70,
account for 80% of all
luxury travel and travel
more frequently than

any other group
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¥ The Snowbird Market
¥ Canadians 55+ are 40% more likely to travel overseas
for leisure than younger people
¥ A growth market for several years & will continue
¥ Short term trends
¥ Long term trends - patterns will change within the next

5-7 years as snowbirds age



Multi-generational Travel

¥ What is a multi-generational trip?

¥ 40% of all active leisure travellers have
taken at least one multi-generational trip

¥ The majority are focused on larger “life
events”

¥ Geography — vacations replacing the

traditional Sunday dinner

>3 9 ' | ,, p - \
L | Ty
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Travel Insurance
Dos & Don’ts




¥ Always ask your customers about their upcoming trips!
¥ The MHQ shouldn’t be the only set of questions you
ask customers, outside of building a relationship
¥ Asking questions about their upcoming vacation plans
can give you excellent insight into their needs, areas of

the policy to review, what provider/plan to offer, etc.



¥ Where are you travelling to?
v If travelling outside of the US, there may be plans available that are
less expensive
¥ Are you planning to take more than one vacation this year?
7 An excellent opportunity for an upsell to an Annual Plan
¥ Better value for the customer
¥ What type of vacation are you taking?
¥ Cruises and tours present an increased need for Trip

Cancellation/Interruption Insurance



Before You Start

DO

< DID YOU KNOW - 22% of all travellers
plan to participate in an adventure
activity?

< Ask your customers what vacation
activities they have planned while away -
will help you determine if there may be
some restrictions/exclusions for common

vacation activities e

R ORI T
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Before You Start

DON’T

¥ Assume that customers...
< Understand the product
< Always wants the lowest premium
< Know what activities are & aren’t

covered

-' Travel Insurance Dos & Don’ts

Kenzie Markey, 32,
plummeted to the
ground when her
parachute collapsed.
She suffered a
collapsed lung, a
broken femur, pelvis
and eye socket, and
brain swelling.
Although she
survived, Markey has
racked up $500,000

During a jump over Arizona April 6, Kenzie Markey's
X : ey parachute collapsed, sending her plummeting to the ground.
in medical bills in a (Facebook)

little more than two
weeks.

Her family was stunned to learn afterwards that her insurance claim had
been dismissed as invalid because Markey was participating in an
extreme sport.
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Medical Health Questionnaire

DO
< DID YOU KNOW - in a recent THIA survey, 14% of respondents

knowingly answered their MHQ incorrectly, and of those, 1/2 did
so to get a lower premium?

< Hand a copy of the MHQ to your customer so they can follow
along at the time of sale

¥ The power of a signature
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Medical Health Questionnaire

DON'T
¥ Interpret when unprepared customers appear with lists
(or bags) of medications
< If your customer is unsure how to answer a question,
ask him/her to bring a copy of the MHQ to his/her

doctor

-' Travel Insurance Dos & Don’ts TuGo™ Travel Insurance



Stability / What's Covered

DO

¥ Understand and explain what impacts a

change in stability
¥ Explain that the stability period begins at

the time of the trip, not when purchasing

the policy
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¥ Ask about pre-ex and medical history of all customers -
including those who aren’t answering an MHQ (typically
under age 59)
¥ Might be less visible - need to meet stability for 7/90/180/365
days depending on the product and/or condition
¥ Always ask if taking medications and if there has been any
changes, regardless of age or how healthy the customer

appears



Stability / What's Covered

DON’T

¥ Assume that stability and pre-existing conditions are only
applicable to insureds over the age of 60

¥ Guarantee coverage to a customer — travel insurance is

NOT a group health & dental plan
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¥ Higher public scrutiny on travel insurance means brokers
need to work at selling more comprehensive products

and stay away from price driven sales

¥ With credit card travel insurance, don't always assume

there’s adequate coverage in place



Concluding the Sale

DO
< Review Common Exclusions
¥ Ongoing care - travel
insurance is not a group
medical/dental plan
Alcohol exclusion

Pregnancy & the “Babymoon”
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+ NATIONAL POST + NEWS « OPINION + MARKETS + INVESTING  PERSONAL ANANCE + MORTGAGES & REAL ESTATE + TECH » EXECUTIVE « ENTREPRENEUR  JOBS + SUBSCRIBE
PERSONAL ANANCE  MORTGAGES & REAL ESTATE + YOUNG MONEY « FAMILY FINANCE + RETIREMENT « MANAGING WEALTH « DEBT « TAXES « TFSA + BESTRATES

PERSONAL FINANCE

TRENDING  Keystone XL | BlackBerry | Gil Prices | Warren Buffett | TFSA | Apple Inc | Earnings | Housing Market

Avoid having your own ‘Million Dollar Baby: What pregnant
moms need to know about travel insurance

’ MELISSA LEONG | November 22, 2014 6:00 AM ET Republish
28 ore from Melissa Leong | @fisleong Reprint

Rezce Kimmel was bom prematurely whi hef parents were n Hawas. Now Bl 050,000 bill mcurred. Jennter Hoculak-Kmmestiandout
After a Saskatchewan woman gave birth prematurely to her daughter while on vacation and was walloped with a $o50,000 hospital
bill, insurance providers as well as lawyers are stressing the need for people to better understand the fine print in their policies.

“Babymoons,” or vacations that expectant parents take before their babies are born, are increasing in popularity. But if you're
planning a babymoon and purchasing travel insurance, the so-called “Million Dollar Baby” case might alarm you.
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Concluding the Sale

DO
Provide additional
materials/sources to review
before the customer travels

(travel.gc.ca)
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Travel Insurance!

+ Why should I purchase travel insurance? # How much coverage do I need? ¢ Where do I get travel insurance?

Gabeielle hod insurance that
lapsed three weeks before she
was inwolved in on acadent.
Her Canadian family had o
raise $300,000 over o three-
day period to cover the costs
of medical tregtment and
awwaton Fortunatel, she
survived, but her family is left
with o hefty debt to repay.

ADEQUATE COVERAGE
PAYS OFE..

as Jim* learned...

Jim wos enjoying g quise
\aabon of the coast of South
America when he suffered @
massive stroke. fim’s spouse,
Einine”, onfacted their
insurance e presentative,
whowasabie o agm_iu

» Your Canadian health insurance is almost certainly
notvafid outside of Canada

» Your provindal or ferritorial health plan may cover
nothing or only a very small portion of the costs of
medical care abroad, and never up front.

Foreign hospitals can be very expensive and may
require immediate cash payment. You could face
years of debt paying off the costs of treatment for
anillness or acddent you suffered abroad.

The Government of Canada will not pay your
medical bills.

How much coverage do I need?

Your travel insurance should include health, life and

disability coverage that will help you avoid large

expenses, such as the cost of hospitafization and

medical treatment outside Canada. Ensure your

coverage includes or has provisions for

»  Pre-existing medical condifions: understand the
Gefinitions of, and limitations and restrictions
Gue to, pre-existing conditions and tests and
treatments you may have undergone. Ensura that
any deductible costs are clearly explained in the
policy, and plan your finances accordingly.

> Medical evacuation: ensure the policy covers
medical evacuation to Canada or to the nearest
location with appropriate medical care. The policy
should also cover the costs of a medical escort to
accompany you toyour final destination.

gEngy
ahospital fo receive care from
an intemationally quaified
physician, minimizing the long-
term effects of his stroke. In the
end, fim'sinsumnce coverage
saved him more than $40,000
in medica bifls.

* For confidensaliy reasons,
names used 2re fctional

February 205

> iation in case of death: ensure that the plan
covers the preparation and return of your remains
to Canada.

A simph day tripto the United

States without insurance
end up being very costly.

ALWAYS VERIFY THE COVERAGE...

as Maria* found out...

Maria rovelled to te Dominican Republic for o
‘one-week getaway with her sisters when she was 34
weeks pregnant A few days into the trip, she went
into early labour and was trnsferred o the nearest
city hospital, where she had an emergency wesarean
«and was then medically repatriated to Canade. The
insumnce provider would not pay any of the medical
or ransfer costs, leaving Maric with  $75,000bitl.
Unfortunately, Maria didn't review her policy and the
coverage it provided before leaving. Most policies do
‘ot cutomatically cover pregnancy-related wnditions.

Where do I get travel insurance?
You can purchase travel insurance through your travel
agent, insurance broker or your employer's insurance
provider. Your credit card company may also offer travel
and health insurance. In all cases, be sure toverily the
coverage.
Reminders:
*  Register with us, and include your insurance policy
details, such as the name of the insurance provider
and policy number, when signing up.
Check the travel advice and advisories twice for each
destination as changes could affectyour insurance
coverage, and be sure to pack the Travel Smart
mobile app.
»  (allthe nearest Canadian embassy or consulate
for emergency assistance, or reach the Emergency
Watch and Response Centre 2477 by telephone at
+1613 996-8885 (call collect where available) or
‘email at sos@intemational.gc.ca
Don't let unforeseen bills ruin your

vacation; purchase the best travel
insurance you can afford before you go!

v

www.travel.gc.ca/insurance
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¥ Assume that all customers will read their policy wordings
¥ Itis in your best interest as an insurance professional to
take a few moments to ask the right questions and fully
explain the ins-and-outs of the policy being purchased.
¥ Establish a set of best practices for staff
¥ Always document conversations, questions, concerns

over answers, etc.



¥ Review what to do if there is a medical emergency
¥ Tell the customer to call in right away
¥ Receive medical assistance, beyond financial protection
¥ Some providers have penalties if not contacted within
24-48 hours
7 Set expectations about claims turn around times, the process,

what to do, etc.



Concluding the Sale

DON’T
¥ Hand over the wallet card and leave it to customers to fend for
themselves
¥ Encourage common travel insurance ‘myths’
¥ Everything will be covered

¥ They’ll never have to pay up front at claims time
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Sales Tips




Buy before your birthday
Work at manipulating trip length, good value with lower trip

annual length and extensions for longer durations

Utilize the Travel Within Canada and Excluding-USA plans if

they are available on your product



If located close to the border (groceries, gas, shopping, etc.),
sell an annual plan - even if the customer is only planning to
take one major trip

Short annual plan with an extension

Annual travel medical policyholders are twice as likely to also
have a nhon-medical plan

Benefit for you - renewal stream/revenue, consistent business,

Increased customer loyalty, etc.



¥ Trip Cancellation
v 27% of Canadians plan to buy Trip
Cancellation for their upcoming summer
vacation
v Cost typically is 3-5% of the total trip value
< Don’t wait to buy Trip Cancellation coverage -
they’ll be at risk and the premium is the same

if they buy now or later




Work with Your Credit Union
Partners

v Take a look at their touch points

< On-hold messaging

< In-branch tools

¥ Statement messaging TAKING A TRIP?
TRAVEL PROTECTED WITH

7 Promote cross selling initiatives, TRAVEL INSURANCE

targeting travel-specific members
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Questions?




tugo
Thanks for participating!

The language in this document may not be the same as the actual policy wording which will prevail in all instances and is available upon request. Certain exclusions, limitations and conditions may
apply. TuGo is a registered trademark of and is administered by North American Air Travel Insurance Agents Ltd. d.b.a. TuGo, a licensed insurance broker in British Columbia, Alberta,
Saskatchewan, Manitoba, and Ontario, represented by licensed insurance agents Kathleen S. Starko and Bradley G. Dance in New Brunswick, Nova Scotia and P.E.I. 11th Floor - 6081 No. 3

Road, Richmond, BC Canada V6Y 2B2. Insurance is underwritten by Industrial Alliance Insurance and Financial Services Inc., Industrial Alliance Pacific General Insurance Corporation and certain
Lloyd's Underwriters, severally and not jointly.




